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Housekeeping

* Use the Q&A button to ask questions at any time during the presentation

* |f you have any technical difficulties, send a message in the Q&A area
or call 800.553.8878

* The presentation slides and recording will be available after the webinar



Upcoming Webinars

“10 Things to Know About Research to Make Your Marketing Better”
Tuesday, July 21 at 12:30 PM CDT
Presented by Bob Sevier

Register at www.stamats.com/webinars



http://www.stamats.com/webinars
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1. What is a CTA?




CTA = Call-to-Action: The Most
Valuable Next Step

* Now that a visitor is on your page:
* What do you want them to do next?
* What’s their next natural step?

* How can they easily convert?



Blogs Are Natural
Conversion Points

* Easy, relevant opportunity to direct Some sites get
prospective clients:

« Deeper into your site 50%

* To schedule a tour )
* To enroll, apply, or make another action of all traffic

Often the highest point of organic entry from the b|0gl
to a website



CTAs Move People Through
the Conversion Funnel



CTAs Help Drive ROl Over Time

* Our No. 1 goal? Conversions — but not always enrollments!

* CTAs should be different for specific:
* Campaigns
* Pages
* Audience segments



CTAs Support User and
Business Goals

e Goals should be:

* Data-driven ‘
e Relevant to UX
* Measurable




Example User Journey

‘ Converts

‘ Completes a

. Engages with your
brand (opens an
email with a blog
or vlog, follows you
on social, visits

Hears about you Your site)
from an ad, a

mailer, a friend,

social media, a

parent, etc.

few conversion
steps like
requesting
information or
downloading an
e-book



Formats of CTAs

* Inline
* Form
* Button



Buttons: Let UX Show What Works

SCHEDULE YOUR FREE,

 After 2,065 visits, 69% of users preferred Sollilel 2 U 5ol 1ol el 1=
ASSESSMENT

the white button.

* Flat or “ghost” buttons were trendy at
the time.

* We let the data tell point us to the best
SCHEDULE YOUR FREE,

CTA option. CONFIDENTIAL ONE-ON-ONE
ASSESSMENT

Request an assessment

or call (630) 305-5027

Request an assessment

or call (630) 305-5027




CTA Style, Wording, and
Placement Should Reflect
the User Journey.



2. Why Do People Visit Your Site?




Three Types of
User Journeys



1. Current Consumers

They know you. They know what they want (usually).

Easy Access to Popular Actions

Learn More
Get Information

Buttons/banners



2. Prospective Consumers

They’re researching. They’re interested in you.

Pique Their Interest

Discover why
Find out more

Images/videos



3. Interested Parties
of Both Segments

They’ve been referred. They’re curious, maybe skeptical.

Educate and Entertain

Listen/watch/read more
Follow us on social media

Images/videos/buttons



Understand Users’ Needs
and Wants Through
the Filter of Intent



Needs Wants

Critical information e Desired information
e Must act soon e (Canact at will ... or not
* Informative * Entertaining

e Educational e Educational



XBOX: Convert & Commune

* Lead with the need
* Put the most immediate need first
* Three featured games on a slider
* Shop Now



Doritos: Enjoy and Engage

e Start with the “so what”
* View the new, customer-centric featured product
* Flip through/view other products
* Watch videos



Adidas

* Clear CTAs for two distinct journeys

* Hey, potentially non-athletic young
person. We are bold, sexy, and confident,
like you.

* Explore More equates to define your style



Palm Beach Atlantic

* Touches all user journeys with easy-to-
navigate buttons
* Visit
e Ask
* Apply
» Separate journeys for specific needs



AcuityBrands

Content Builds
Demand




Acuity’s Custom Strategy

Gated Content + Content Marketing Solutions

4 Articles 16 Squal posts 2 Podcasts_
Multiple channels Thought leadership

Tagging, hashtagging Smart distribution

and social influencer using Anchor

Delivered to a targeted
audience

Capture & Convert

* Insights from Gartner Report behind a gated landing page
* RFl: email, name, title, company
* Nurture and close

8

E-Newsletters

Optimized content
Targeted audiences




Results

Full-Funnel Leads: Generated and Delivered

Data-driven Celebrations O 8
100s of top-to-mid-funnel lead engagements Previous
At a fraction of the cost Stamats
Vendor
Meaningful Engagements Lead VaIue:
e 100s of digital engagements $4OO OOO each
)

Exit Rates Bounce (8*$400,000 -
Rates $3.2Mm)



Understanding These
POVs Helps Form
the CTA strategy



3. Why Does Strategy Matter?




Provides Structure for Cohesive
Content

* Improves the user experience
 Clear structural cues and visual markers help readers navigate information

* Allows you to reduce information on a page by offering quick options instead of
paragraphs to sift through

In other words ...



Make Conversions Easy!

* Direct traffic on your site.
* Avoid “posting and praying”
* Use clear, relevant CTAs to make it easy
* Create actionable experiences

Create conversion-centered pathways, particularly on pages and blogs to
which you’re driving paid traffic.



Example:
A Landing Page
Approach to Blog CTAs



MEG technology
- top

* Clear pathways:

* Inline links in intro to
Department and service

 Callout section
* What you need to know

* |dea:

* Add a blog-specific phone
number as an inline CTA right
above the first H2



MEG technology
- middle

* Consider adding the
phone number as a

* Video callout with
discernible button

 Future facing content
to discuss ongoing
research



MEG technology -
bottom

e Additional inline links
* Phone number callout

* Inline links to taxonomy
categories

e Related content visuals



Example:
Small CTA Changes
Can Lead to Big Results



Bariatrics Blog
CTAs

* We recommended 3 CTA
styles for this story:

* Related reading
* Inline CTAs
* Callout buttons

 These CTAs led to more
visits and “sales” over time.

Focused on long-term benefit
She cautioned others to expect slow progress for long-lasting weight loss.

“When you have as much weight to lose as | did, losing a pound or two a week, it's
really hard to stay motivated,” Demma said.

She said her main source of motivation is her kids, ages 9 and 7, and the fear that a
weight-induced heart attack or stroke would take her away from them.

The next step: joining a gym and working out, Demma said.
“I can't say enough good things about the Weight Loss Clinic. | have my life back,”
Demma said. "On New Year's Eve, when a lot of people were making their

resolutions, | felt like | had already accomplished what | wanted to do last year. I'm
hopeful and happy.”

SHARE RACHEL'S SUCCESS:

TAKE THE FIRST STEP & ATTEND A FREE SEMINAR >>

For more information about the Edward-Elmhurst Medical Weight-Loss Clinic or
to schedule a consultation and evaluation, call 630-527-7205.



Huge Organic Success for

Bariatrics!
32% Organic Growth

increase in organic traffic 1400

(pageviews)
1200

42%

q 3 . 3 800
INCrease In unique pageviews

(organic) 600

38%
0 200
increase in organic entrances

0

Dec-17 Jan-18 Feb-18 Mar-18 Apr-18 May-18

==@=rganic Unique Pageviews ®= Organic Entrances ==@==(Qrganic Pageviews (all)



4. Tips for Writing Effective CTAs




1. Use Clear, Concise Language

Crummy example:

* Could you potentially be a candidate for this fantastic, exclusive, one-
of-a kind prize? Enter our contest and you might have a chance to win
said prize mentioned above!

Conversion-friendly example:
* Feeling lucky? Enter now for a chance to win.



2. Make It Relevant, Not Salesy

Give minimal options - but give the RIGHT options.
* What do users want and need to do next?

How does that journey align with your KPIs?
* Should you make the metrics about THEM, not YOU?



3. Consider All
Platforms

Long forms can be a
pain on mobile.
Consider this when
you create CTA forms.

Original Newsletter Sign Up

Short Newsletter Sign Up 41



4. Make It Easy

That means easy for the USER, not just for you.

* Less data can be more — do you really need their home address, phone
number, blood type, and first-born’s name?

Same with registrations: Just let them download your whitepaper!



Make It Easy to Convert,
Then Make It Easy to Measure.



5. Measuring ROl and Conversions




Think Beyond the Click

* Advanced metrics includes activity AFTER the click:
* Where does the user go next?
* Are there signs of frustration?
* How often do visitors return before converting?



What Tools Can Help You
Measure?

* Popular choices:

* Google Analytics

* Google Data Studio
e CMS tools

* Recording and heat map tools



Google Analytics: The OG of
Conversion Tracking

* Depending on your team’s
expertise, you can track:
* Where people came from
* Other pages they visit on your site

* Their likely conversion steps based
on historic behavior

+ Apr11,2018

- 9:31 AM @ 00:00

9:31 AM @

1 session

0 Display @1

Viewed MedStar Washington Hospital Center Blog Center View | Heart attack with
no symptoms? The danger of silent MI



GA Is Incredibly Useful, if You
Understand the Data.

* Marketers need expertise to understand what the data are really saying

* [t’s not highly visual, so partner with a savvy designer or agency
for stakeholder reports



Google Data
Studio

* A free alternative to
Google Analytics 360:
 Offers endless widgets

 Easy visuals for
stakeholders

* Downloads of data
from all widgets




Though Free, Data Studio Setup
Requires Expertise.

e After that, it’s easy
for newbies to use

* |f interested, reach
out to your in-house
or agency Analytics
team



CMS Platform Tools

* These tools often come “free” with your CMS and can help you measure:
* Total form submissions, downloads, purchases, etc.

* These tools may be enough to tell your data stories, but many also
integrate with GA or Data Studio
* Depending on your tool/agency, it can be tough to get timely data.



Recording and Heat
Map Tools

* These tools show you where visitors:
* Look

* Click

* Navigate (or fail to)




They Also Show Anticipated vs.
Actual User Behavior

* What you think is the easiest path based on internal knowledge might
not make sense to a user

* Consider the terms and visuals you use
* Avoid industry jargon
* Choose terms that users recognize



A Final Note



CTA Strategy Is a Marathon, Not a
Sprint

* Success takes time, and there will be ups and downs.

* Build a CTA strategy into your content marketing plan, set your KPIs
and goals, and choose an expert to interpret the data.



Any Questions?

Tony Dellamaria Mariah Obiedzinski
VP, Marketing Solutions Sr. Director of Content Services
Stamats Stamats
(p) 319.861.5047 (p) 319.389.0058

(e) Tony.Dellamaria@stamats.com (e) Mariah.Obiedzinski@stamats.com



Thank You!

Mariah Obiedzinski: Sr. Director, Content Services | Stamats




